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Immersion Session

— Interviews with key representatives from various regions across the state
— Facillity tours
— Open dialogue; shared opinions and discussed structure of organization and di erent regions

— Visual gathering
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Immersion Session

Overall Observations ot

Open to change: Dedication and desire for change
and a common goal to create a brand that delivers a
solutions based workforce system.

Fragmentation: The system is visually and operationally
fragmented into separate silos and regions leading to
external consumer confusion.

Inside-Out Structure: the internal organizational
& funding structure appears to drive the external
appearance to consumers.

A Better Career.
| A Better Workforce.
A Better Life.

Silos: The current system is very ‘siloed’ versus working
together as a holistic system as a unified organization.

Target Consumer: Prompted a consideration for who
we are speaking to now versus who we want to speak

to in the future. Ve @
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Current Kentucky one-stop logos KENTUCKIANAW OIS

b

— Lack of consistency across logos among separate but

One Sto

Overall Observations

related groups.

— Visual emphasis is foremost on regions rather than
over arching Kentucky One Stop system

— A range of disparate names exist rather than a clear
master brand with accompanying sub-brands

BRADD

Barren River Area Developmeaent District

— Most branding, logo treatments and collateral do not
feel ownable or memorable, and do not communicate a
clear message to consumers.

— Acronyms can be tough to read, and take time to
establish recognition in the community. C Cumberlands
w

ORKFORCE NETWORK
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Current Kentucky job search programs found online

Overall Observations

— Lack of consistency across branding fronts among
separate but related silos.

— Abundance of separate web sites and brands that

seem to be redundant or overlapping create confusion

and brand equity erosion.

— Most branding, logo treatments and collateral do not
feel ownable or memorable, and do not communicate a

clear brand message to consumers.

— Key visuals of consumers and employees help
consumers connect and engage with the brand.

— Most brands web sites feel cold, basic and
unapproachable—more inward-focused than
consumer-focused.
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Georgia Work Ready

Clean, simple & memorable branding
- Easy to find & read

- Unique, aspirational naming

- Unclear, confusing symbol in logo

Clear navigational organization
- Consumer focused
- Icons give intuitive /multi-cultural read

Aspirational & optimistic attitude
- Creates emotional connection with consumer
- Changes perception of cold government entity

Coogle

: "‘ http:/ /www.google.com/

/y-_\ Home @ Ft. Benning CAA U Administrators %Hamver\«'

JOB SEEKERS EMPLOYERS COMMUNITIES

Leslie Liles is the Georgla Job Seeker of the Month for July.

8 Eaming a Work Ready Certificate sets you apart from other job
seekers competing for employment. Tell us how eaming a Work
Ready Certificate has improved your Iife and you may be selected
o share your success as the Job Seeker of the Month.

Consistent use of brand elements
- Color & Typography

Hﬂdm-l’

The Georgia State Workforca Investment Board oversees
the implementation of its strategic plan through Georgia
Work Ready.

¥ Community Partners

eorgia Work Ready community partners are leading
way toward making Georgia a top destination for jobs and
investment - driving our economy to greater heights. To
learn more about Georgia's community partners, click
here.

Georgia's high school graduation rate 2004 - 2009
Georpia's education attainment leveis 2004 - 2012
Education institution scorecards

What's New

Georgia Work Ready is accepting grant proposals for
Work Ready Regions group four. Please click here to

Work Ready Connect

Work Ready Connect is Georgia's online employment
marketplace. Click here to get started.

Join Our e-Newsletter.
& Geargia Work Heady e-Newsleter provides tha Tats:
news and frends in workforce and economic development
throughout the state.

‘ma | Administrator ;I
Ernail Address

Georgia Work Ready Scorecard

Click here to see the latest Work Ready Scorecard.

u About Us o FAQs “* Contact Us

REGIONS MEDIA

¥ Improve your Skills. Hire the Best.
Get Started with Work Ready. | ]
You can access Work Ready tools and info in

every Georgia county. Learn how to:

+ Schedule a Work Ready assessment
« Access gap fraining to improve your level
» Inguire about a Work Ready job profile

Statewide j
» Verify a Work Ready Certificate

Georgia employers can verify

the authenticity of a Cerificate m
by following this link and

entering the Certificate number

found on the authentic Work
Ready Certificate.

™= Certified Work
GEORGIA Ready
WORK Communities
"READY

- amowew®

Y Certificates Earned by County
Statewide j

Access monthly Work Ready Cerfificate reports.
by county (PDF download).

E\. 1§ .
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Positively Minnesota

Unique, Approachable Logo
- Strong brand color and logotype

POSITIVELY

Clear, intuitive navigation
- Simple, organized and easy to read
- Color and images help communication

‘Mmj—a% Text Only Type Size: aAA [ Email Page & Print [ RSS |-

Search Em!m Site lw-] For | Keyword(s)

Department of Employment and Economic Development

JOB SEEKERS BUSINESS GOVERNMENT Programs & Services Data & Publications Calendar of Events AboutUs Contact Us

Minnesota
Department of Employment and Economic Development
Other states talk big but deliver small. We're big on deeds.

See Why Minnesota is positively the best place to live,
work and do business.

Human, Lifestyle imagery connects with consumers
- Aspirational, approachable photography is utilized
to immediately connect with potential consumers

D FOR BUSINESS LOCAL GOVERNMENT

i

D Recently Unemployed D Starting a Business D Financial Assistance
D Find a Job I Managing a Business D Shovel Ready Site Certification
D WorkForce Centers D Locating in Minnesota D Business Subsidy Reporting

D More Options . . . 0 More Options . .. D More Options . ..
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Department of Labor (Missouri)

Bold but ambiguous logo treatment [
— Logo is bold and to the point, but half of POC

(the state name) is not included e T — e T

DEPARTMENT OF Lawrence G. Rebman, Director

- Gear iconography communicates that the
department is cold and unapproachable I.ABOR E— T

EMPLOYERS INJURED WORKERS UNEMPLOYED WORKERS PUBLIC BODIES PUBLICATIONS & FORMS NEWS & NOTICES

_ [ Featured Links
*. Labor Talk | P File Your Unemployment Claim
Podcast i A ] USTAR- File your Quarterly Reports Online!

Guidebooks- Public Works Projects

Nationwide Mine Contest in Missouri
Shared Work Program- Keep Your Staff and Reduce

Sept. 20-23rd, miners will come from e s Nk Labor Costs
around the country to test their

C O | d 9 fa C e | e S S p h Otog ra p hy knowledge and compete against one Speekers' Bureaw/Training Opportunities

another in the longest-running . b . b Mi i Workers' M al
n & ssouri Workers' Memoria

- Feels corporate and professional,
but also cold and unapproachable 2 @ @) scussing workplace podcast

September 2010

Director’s e 1
- i1 1 LABOR

Spotlight: = - -
Jl]!_\;' 2010 o pn-;-_-:r-.-:.‘--- LINKEE
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Monster

A unigue name and logo treatment, and consistently strong use of
brand color builds recognition and memorability. Community of
users invites consumers to engage with brand.

- Unique, Approachable, Humorous

monster

Your calling is calling

monster:
COLLEGE

’ _hl ] ‘,.
«tm a { ‘[VY One success

| Ieads to another.

e bﬁ"-"‘: _‘__I’
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Career Builder

Straight-forward naming matches the easy, no-nonsense approach
of web site and collateral materials. Blunt humor used to connect
with consumer.

P
-
Clear, Concise, Cl |
ear, LONClse, ulever
! # ) (2] hiip fww. govslecom/
eerbuildercon
» Koepy y
Keywords Ex. Registered Nurse or Sales Location Ex. Chicago IL or 60607 « Get Jok s based on your resume
ou in our database
. Upload or Paste Resume
‘Careers by Category
= = por [ Need Resume Help?
® Select a Job Category E B ey
Job Postings
Recently FIND A DEGREE THAT’S RIGHT FOR YOU.
Posted
Location: Gincinnati, OH, US, 45201 Ghange Subseribe [ BACHELOR'S
Wedding Videographer [+ 4
The Pros Entertainment Service, Inc. - MASTER'S
Logistics & Customer Accounting Coordinator DOCTORAL
David J. Joseph L — —
Financial Advisor - Insurance ASSOCIATE'S
Bankers Life and Casualty Gompany -
Call Center Scheduler %ﬂ= i i
UC Physicians i START TODAY |
Data Entry: $950 A WEEK. Work At Home w/Fortune 500
Work At Home Jobs, Inc.
Job Search Tools
Registered Nurse (RN) - Telecare
VITAS Innovative Hospice Care
Police Officer Eligibility Test
The Gity of Ludlow @ ResumeUpgrade
Installation Technician
Not only do post jobs on G
Muliband USA they also searc; fu’r candidates in our database.
Cost Aceountant Make sure yours is seen first with a ResumeUpgrade.
Emersan Power Transmission Lesrix Moss
P
[
I|
1
b
= e

¥

| 1iNING START BUILDINC
: 2 START BUILDIHG careerbuilder

START BUILDING corebuider.. careerbuilder
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IMA (Indianapolis Museum of Art)

Modular system created to allow hierarchy of information to be
easily changed for various applications

— Modular, Minimal, Simple yet Complex

INDIANA
APOLIS
MUSEUM
OF ART

IMA

INDIANI
APOLIS
MUSEUM
OF ART

IMA

THE
108Y

IMA

100
ACRES

IMA

DESICN
CENTER

House
IMA

MILLER
HOUSE

IMA
MUSEUM
STORE
IMA
NOURISH
CAFE
IMA

|MA NMUSEUM OF A

IMA

| M A R

IMA 2R

|MA House

IMAHoust

|MA Soie™

THE
1OBY

NOURISH
CAFE

INDIANAPOLIS

MUSEUM OF ART

THE THE gawr=

oY TOBY

100 100 2wz

ACRES ACRES

DESIGN

CENTER

LILLY LILLY =en e
HOUSE

MILLER MILLE R nassrum==

HOUSE HOUSE

MUSEUM

STORE

NOURISH

CAFE

Landor

Kentucky E&W Dept. | 36051_S1 | Visual Identity Audit



Cincinnati USA

Abstract icon in logo feels ownable, unique and approachable,
and was rationally inspired by a recognizable core element of the

brand that can be transparent to consumers.

— Smart, Simple, Approachable

W
2 A
Cincinnati USA

A. Core Brand C. Endorsed Brand

-
2 N
CincinnatiUSA

All together surprising

=) Urban League
= of Greater Cincinnati

B. Dominant Brand
L
£ A 2™ 2™
Cincinnati USA Cincinnati USA Cincinnati USA

Partnership Regional Chamber

for Economic Development
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Bahamas

An abstracted reinterpretation of subject matter creates an inspiring
and energetic identity. Di erently colored and shaped elements of
the logo mark can be extracted to speak to specific areas.

— Smart, Energizing, Expandable
Q‘I hHE ISLANDS OF THE

’D.

0.
O
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City of Melbourne

A complex gridded system creates a solid foundation from which an infinite
amount of unigue logos and graphics can be made from to represent
disparate organizations and programs under a parent brand.

- Complex, Future-thinking, Kinetic

CITY OF MELBOURNE

A e o s s e - 2010

Nelbourne Lorem Ipsum

Lorun Ipsum
2009-2013

CITY OF MELBOURNE

Landor
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EAT.

A engaging personality is created for the brand by interacting with the con-
sumer in first person conversation. Easy to understand verbiage is used to
communicate and connect with a wide range of consumers as well as pro-
viding an approachable brand voice.

- Bold, Honest, Inclusive

Landor







— Never Underestimate Naming
Naming is extremely important in creating a memorable brand that is both transparent to the core brand
message and yet unique enough to feel ownable, professional and approachable to the consumer.

— Consistency is Key

Consistency is crucial in creating a strong, unified brand across all regions, services and applications.

— Act Like a Brand, not an Institution

For consumers to have a lasting connection with our brand we need to be unique, ownable and interesting and
to engage with our consumers. We need to feel approachable and human—not cold, formal or detached like
the stereotype of many government institutions.

— Balance Information and Emotion

With a notably broad consumer segment to reach out to, it will be important to always be simple, straight-
forward and crystal clear at all touch-points. But on the other hand, it also doesn’t mean we need to be
completely unemotional.

— Attitude Is Everything
If we want consumers to see us in a new light, then that change needs to start with us. All of our consumer
touch points need to exude our brand promise and eventually consumers will start to see us di erently and

treat us accordingly.



— Be Approachable
If we are about “people helping people” then we should show it. We can use nomenclature, photography,
typography and other graphic elements to help give our brand an approachable, human personality.

— Have a Sense of Humor

Humor used in smart ways can be an e ective way to connect with consumers (i.e. Monster and CareerBuilder),
but should probably be used sparingly and always in the right context and application.

— Solid Organizational Systems

Establishing a solid organizational system for integrating silos, sub-brands and other logo lock-ups to our master
brand will be necessary to create consistency, and to ensure that future endeavors fit in seemlessly.

— Easy and Intuitive

Organization, Navigation, Iconography and Nomenclature are all fundamental elements we can use to create
Intuitive and e ortless brand engagement with consumers.

— Remain Flexible

With the vast array of silos, sub-brands and services that fall under our master brand it could be beneficial to
look at developing a kinetic visual system that allows a balance of unification and di erentiation.



Intercept Interviews




Backgrouna

In-person interviews conducted at random in a one-on-one format at
4 One Stop Career Centers

Covington
Louisville — 6™ & Cedar
Louisville - NIA Center
Morehead

30 customer interviews (avg. /-10 per center)
1 employer interview

4 manager interviews

IJ;lll(]()l‘ Page 2 © 2010 Landor Associates



Objectives

Gain understanding of participants’ history with the center,
perceptions and overall customer experience

Findings will highlight areas of opportunity and inform customer
journey

Findings are not meant to be employee evaluations or deep dive into
specific service issues
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A Few Observations...
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p Car r Center

s lor job searches

KENTUCKIANAWORKS CAREER RESOURCE (kNTER
— = of

(502)574-4100

Y -Thursday, 8:30am - 5:00pm
Friday, 8:30am -2:00pm

Mo

THESE SERVICES
ARE LOCATED
ON THE
SECOND FLOOR

UNEMPLOYMENT

-1 ( _ HEARINGS
T l’i‘n { A
Y s \ VETERANS

EMPLOYMENT
SERVICES

FUNEMPLOYMENT INSURANCE
EMPLOYMENT SERVICES BRIGHTON CENTER

SERVICES
RESUME SERVICES
CAREER
CONNECTIONS WIA

HEALTH
CONNECTIONS WIA

GOODWILL
HVRP PROGRAM







Key Findings

* Awareness of ‘One-Stop’ name is low and often a disconnect with overall experience.
Respondents call it the Unemployment Office

» Awareness of total services offered is low, leading to disconnect with ‘one-stop’ name.

* Problem solving is top issue at centers handling unemployment benefits — desire for ability to
resolve issues and be informed online

» Advocacy attitude among many customers — pro-active vs. reactive approach

e Tone & atmosphere vary widely — from friendly and helpful to cold and unwelcoming
* Positive relationships and counselors key to successful experience

* Respect and genuine concern key factors in ideal experience

* Brand message not delivered consistently throughout the locations or through consumer
experience of services

» Face of the customer has changed but the system has not evolved to meet their needs

IJ;lll(]()l‘ Page 8 © 2010 Landor Associates



Verbatims

“People are pleasant — the process is not”
“| don’t feel unemployed here...they respect me”
“Built a great relationship. Very helpful, they are there for me”

“People here are helpful and professional — they are more helpful than they get
credit for”

“Excellent..the staff here is great; encouraging, friendly and they check-in with

”

me
“Positive, straightforward, knowledgeable staff”

“Wonderful relationship with partners and we all get along like family. Complaints
seem to be based on system issues”

IJE[ ll(]( )] § Page 9 © 2010 Landor Associates



Verbatims

“Takes an entire day to solve issues — why can’t | do this stuff online?”
“Welcome desk is not very welcoming”

“It seems like they don’t want to be here..it isn’t like | want to be here either”
“If it’s a One-Stop, why don’t they offer everything at this location?”

“Frustrating because | am not eligible for any help or classes because | have a college
degree”

“Jobs in the database are not a fit for me..most are gov. jobs for less skilled or less
educated people”

“They give you a number to call, you leave a message and no one ever calls back”
“I'd rather drive 25 miles to come here than wait on the phone”

“Long lines..I’d rather not receive unemployment”

IJ;lll(]()l‘ Page 10 © 2010 Landor Associates



Key Opportunity Areas

Match the brand promise &
message with the experience

L.andor
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“|deal experience would be
personal attention, genuine
concern... a 1-on-1 career
counselor approach where I'm
assigned a person”
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